The global increase in Muslim populations and purchasing power has created a new demand for halal cosmetic product development.While the introduction of new product may facilitate companies in gaining competitive advantage, the failure rates of product innovation is also high. Owing to such interests, this paper aims to determine factors that motivate young adult Muslim consumers in the emerging market to adopt halal cosmetics. This study expands prior research by integrating Diffusion of Innovation theory and religiosity dimension to explain the antecedents of halal cosmetics adoption among young Muslim consumers. Data were collected from 238 young Muslim consumers using questionnaires distributed at a number of supermarkets in Kuala Lumpur. The conceptual model and hypotheses developed were tested using partial leased square.Our results demonstrate that perceived product characteristics, social influence and consumer innovativeness influence young Muslim consumers to adopt halal cosmetics products. This study also report religiosity as moderator between these three predictors and halal cosmetic adoption.
Introduction
Cosmetics and personal could be referred to products that are applied to the human body for cleansing, beautifying, promoting attractiveness and altering appearances (USA Food, Drug and Cosmetic Act, 2012) . These cover a wide range products including skin care creams, bath products, lotions, powders, perfumes, facial makeup and deodorants. An average person was reported to use up to 25 personal care products daily (Puah and Wan Jusoh, 2013) . Despite the significant market demand of cosmetic and personal care products, the industry is very competitive and fast paced, requiring rapid product innovations (Kumar, 2005) . While increased globalisation has opened window of opportunities, this phenomenon has also forced manufacturers to start targeting different market segments by developing and producing product lines dedicated for different sex, diverse age groups and ethnicities for business survival (Kumar et al. 2006; De Mooij and Hofstede, 2002) . Recently, there is a growing interest in a new product -Halal cosmetics and personal care. Differs from the conventional product lines, the halal cosmetic brands do not contain porcine-by products and their derivatives as well as alcohol (Hashim and Mat Hashim 2013) . They should be manufactured, stored, packaged and distributed according to Islamic teaching. The halal beauty products are also recognised as clean, safe and of high quality.
The growing market size of Muslim populations internationally, which has reached 2.04 billion in 2013 (Pew Research, 2013 ) are expected to create opportunities for the halal cosmetics and personal care industry. The rising economic power of Muslim countries have influenced them to spend more on beauty and personal goods (Swidi et al. 2010) . Notwithstanding these, growing concerns over the environmental hazards has also significantly affected the cosmetic industry. Health hazards such as breast cancer, genital abnormalities and distortion which are associated with cosmetics products containing nano-particle ingredients, has caused rising consumer awareness concerning the substance of beauty products, creating demands for halal personal care and cosmetic goods (Kamaruzaman, 2009) . Filipinos for instance, have started looking for halal goods as they believe that they are safer, healthier and good to be used.
Despite the potentials of this industry, consumers are not exposed sufficiently to halal brands, with relatively low level of responsiveness towards halal cosmetic products (Rajagopal et al. 2011) . Halal issues within the sector remains minor concern among consumers as compared to food consumption. Hence, an understanding of how consumer perceives halal cosmetic brands is pertinent and should be explored further as this could facilitate manufacturers in producing and marketing their products effectively. Within the literature, most of the existing literature on halal matters have largely been conducted in the area of food science with studies focusing in the cosmetic industry have been largely neglected. Despite the existence of few studies (Hunter 2012; Musa 2014; Hussin 2013) on halal cosmetics, they relied on anecdotes and case studies with majority of them considered the contribution of theory of reason action (TRA) towards purchasing behaviour. While these studies do provide some insights, they cannot be conclusive. Viewing a discipline from multiple lenses, conceptual frameworks or theories is argued to be pertinent as it could create valuable insights (Shook et al. 2009; Feyerabend, 1975) .
Motivated by the gaps identified above, this paper aims to determine the adoption of halal cosmetics among Muslims. In examining the factors that may affect their attitudes towards such product, this study expands prior research work by incorporating Diffusion of Innovation Theory. Innovation is defined as the generation, acceptance and implementation of new ideas, products or services in organisations, which provide improvement. Halal cosmetic is considered as an innovation in cosmetic industry, as it introduces new and different internal and external operations that could serve customer demands. Halal cosmetics concern on halal compliance that are applied to the entire supply chain ranging from the sourcing of raw materials to the manufacturing, transportation, warehousing and freights handling (Aoun and Tournois, 2015) . As such, different procedures of producing, handling and managing products are needed. Manufacturers that wish to target the Islamic market, thus should take into account the specific religious requirements that reflect on different stages of product development. This study specifically examining how particular group -young Muslim consumers perceive halal cosmetics. Various literature highlight that cosmetic products are generally consumed for the purpose of impression creation and management in social context owing to their symbolic and communicative attributes (Khraim, 2011; Chen et al. 2011) , making it more pertinent and appealing to the cohort of young adult consumers, who are found to be more consumption oriented, socially conscious and open to multiculturalism (Hewlett et al. 2009 ). Within the context of Malaysia for instance, they represent the prime market for clothing and personal care products (Yusof and Forty-nine to eighty per cent of the variance in rate of innovation adoption is explained by innovation characteristics, which include its perceived relative advantage, compatibility and complexity. Relative advantage refers to the degree to which an innovation is perceived as being better than the idea it supersedes. Prior researches have associated halal cosmeticsas a symbol of cleanliness, safety and of high quality, since the production of these goods need to be carried out under strict hygienic conditions according to Good Manufacturing Practice (GMP) and Public Health Legislations (Amat, 2006; Hashim and Mat Hashim, 2013) . Since the halal cosmetic goods are not tested on animals and are produced using natural ingredients that are kind to hair and skin, they could also appeal not only for Muslims, yet to non-Muslim consumers as well. Notwithstanding these, compatibility, which refers to the degree to which an innovation fit the individual cultures may also induce them to adopt the new product. Within the context of halal cosmetics, Muslim consumer may repeat the purchase if the attributes of the products such as their ingredients, texture and performance aspects are conformed to their cultural requirements and personal taste (Khraim, 2011) . Product characteristics that are incongruent with Islamic values may lead to cultural conflicts and ethical dilemmas. For Muslim consumers, the cosmetics and personal care products not only need to be complied with government safety regulations, yet they are required to be halal.For instance, while the use of keratin (taken from hair), albumin (human serum), and placenta (womb) are common in conventional cosmetic production, these substance are not allowed to be utilised in halal cosmetic manufacturing process as they are taken from human parts. The halal-ness of these goods are pertinent since they affect the worship and prayers of Muslims. They may have religiously informed expectations of the products, which if inadequately accommodated will create poor customer satisfaction. Similarly, potential adopters may also evaluate the innovation based on its complexity, which refers to the degree of difficulties associated with adopting the innovation, required resources and cognitive efforts. This suggests that the difficulties in gaining the access to halal cosmetics in the market would affect consumers' purchasing decisions. The absence of halal logo on the products for instance may require consumers a great deal of time and cognitive efforts to browse through the ingredients before making purchasing decisions. Given these arguments, this study postulates that: H 1 . Products' characteristics are positively related to halal cosmetics adoption Social influence which originates from psychological studies, refer to a change of thinking or feeling of individuals reflected on their behaviour owing to the relationship with others (Pavalou and Chai, 2002; Montalvo, 2006; Woolthuis et al. 2005 ). This suggests that even though a person might not have a constructive attitude towards halal cosmetics, the incongruence between his or her attitude and family or friends' expectations may influence his or her behaviour. They may embark on purchasing halal cosmetics to ensure their legitimacy, since they may look for a balance between their actions and how they are perceived by others. Based on these arguments, this study postulates that:
. Social influence are positively related to halal cosmetics adoption
Innovativeness is defined as the degree of individual willingness to adopt new ideas earlier that other members in a society (Rogers, 2003) . This dimension appears to receive widespread attention from consumer and marketing studies (Tajeddini, 2010; Hirunyawipada and Paswan, 2006; Phau and Cheong 2009) , since innovators are considered as important factors in new products diffusion and adoption (Bhate and Lawler, 1997) .Within the halal industry, consumers who are more open to new experience may have little trouble changing their daily routine from using nonhalal to halal personal care products. They may habitually enjoy searching for information about potential benefits of halal cosmetic brands and may also influence other shoppers' product choices by sharing their knowledge (Kim et al. 2010) . As most consumers do not possess sufficient knowledge about the potential benefits associated with new cosmetic goods such as halal cosmetics, only bold individuals who are more innovative will be more willing to invest time, money and take risks to try out different products. Given these arguments, this study postulates that: H 3 .
Consumer innovativenessis positively related to halal cosmetics adoption
While the DOI theory has a solid theoretical foundation to predict innovation adoption, a model solely based on this theory may not be able to fully capture the insights. Some researchers in the halal discipline suggest religion as pertinent factor that may influence people's attitudes, values and behaviours at both individual and societal levels (Mokhlis, 2009; Shah Alamet al. 2011) . Religion could be defined as a set of beliefs that are imparted since childhood and will gradually impacted a person's life as the understanding towards its teaching grow. In light of this, we incorporate religiosity which could be defined as the extent to which an individual has incorporated the tenets of a particular religion into his/her attitudes, beliefs and values (King and Williamson, 2005) . Highly religious society members may tend to perceive the world based on religious dimensions and values. Within the Muslim culture, the adoption of cosmetics goods may differ depending on the level of religiosity. For instance, stricter Muslim consumers may reject the use of ethanol in fine perfume, while some Islamic followers may not express concerns as the alcohol is used not for oral consumption (Hunter, 2012) . Muslim consumers with higher religiosity values may also tend to be more 
Methodology
The constructs used in this study are measures from the literature which were adapted to the context of this study. Innovation characteristics was measured using 11 items, which evaluate how consumers perceived the benefits of halal cosmetics as compared to the conventional and the suitability of products with their lifestyle as well as difficulties encountered in using such goods. Social influence was measured using four items, which evaluate the extent of halal cosmetic usage among peers and family. Innovativeness was evaluated using four items that measure the degree of respondents' willingness to try new products. These items were adapted from Rogers (2005) and modified accordingly so that the focus was on halal.
Intention to use Halal cosmetics adoption were measured using five items adapted from Lada et al. (2009) and Mukhtar and Butt (2012) . Six items measuring the religious commitment of respondents were adapted from Mohklis (2009). These items evaluated how well the consumers have integrated the Islamic values in their daily life. All the questions used a 7-point Likert scale ranging from 1 "strongly disagree" to 7 "strongly agree".
This study employed a survey method, using a questionnaire to test the conceptual model and hypotheses developed. The survey was conducted in Kuala Lumpur in March 2015 in a number of supermarkets. In the process of collecting data, convenience sampling method was utilised. The prospective respondents were politely approached by researchers who described the study and sought their approval to be considered as part of the participants.
Researchers also emphasised that the data collected would be exclusively used for research purposes and their participation was anonymous and voluntary. Respondents completed the questionnaire and handed to the researcher. A total of 500 questionnaires were distributed with 238returned, expressing a response rate of 46.4 per cent. As indicated in 
Results and Discussion
A measurement model, comprising all the construct of interests was evaluated. Two psychometric tests -validity and reliability were performed based on the full measurement model generated. As shown in Table 2 , all the constructs had composite reliability (CR) values of greater than the threshold point of 0.7 (Hair et al. 2013 ). In addition to composite reliability, the average variance extracted (AVE) of these constructs achieved the cut-off point, indicating a satisfactory degree of reliability. We also tested discriminant validity using Fornell and Larcker (1981) approach. All the scales appeared to have a substantially higher AVE value compared to their correlation with other constructs, providing evidence of discriminant validity (Table 3) . Additionally, all the factor loadings of items were above 0.6, at significant at p<.001, demonstrating a good convergent validity ( Table  2 ). The result of the measurement model indicate that various validity and reliability criteria are satisfied. Therefore, constructs developed in this measurement model could be used to test the structural model and the associated hypotheses.
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This journal is a member of and subscribes to the principles of the Committee on Publication Ethics (COPE) (2003), we employ a hierarchical approach to test our hypotheses, in which we first estimate a model with the main effects (and covariates) only and then add the interaction effects. The results indicate that the effects of product characteristics (β = 0.187, p < 0.01) social influence (β = 0.129, p < 0.01) and consumer innovativeness (β = 0.14, p < 0.01) on halal cosmetics adoption are significant and positive (Table 4) . As such, H 1 , H 2 and H 3 are supported.With regard to the moderating hypotheses, we find that all interaction effects are significant at p<0.01, hence supporting H 4a , H 4b and H 4c . The R 2 for the value of the halal cosmetics adoption in the final model (including both main and interaction effects) is .51. This study incorporates religiosity and diffusion of innovation (DOI) theory to form an integrative framework for investigating some of the key issues related to halal cosmetics adoption among young Muslim consumers in Malaysia. The impetus for the conception of this study is provided by the lack of academic inquiry into the halal cosmetics adoption from the perspective of innovation adoption research such as DOI theory. Extending prior works on halal cosmetics, this study views such product as innovation since innovation is not only limited to technological breakthrough, yet the concept could occur within services, processes or any social systems (Flint et al. 2005) . Promoting halal goods such as halal cosmetics and personal care products is considered an innovation as it introduces new procedures of producing, handling and managing products, illustrating DOI theory as a valid model of prediction. Within the DOI theory, three variables explored in this study-product characteristics, consumer innovativeness and social influence are found to be congruent with existing studies.
The significant role of product characteristics as a key determinant in halal cosmetics adoption concludes that consumers in this study appear hesitant to use halal products if there are no perceived potential benefits and do not suit their lifestyle and culture. The halal cosmetics which are associated with a symbol of cleanliness, safety and of high quality have attracted the respondents to adopt such products. Since the production of halal cosmeticsnot only confine to the standards of quality, safety and wholesomeness as allowed in Islam(Che Man et al. 2009 ), yet need to be produced under strict hygienic conditions according to Good Manufacturing Practice (GMP) and Public Health Legislations (Amat, 2006; Hashim and Mat Hashim, 2013) they may not only be used by Muslims, yet non-Muslims too. The fact of the matter is, Muslim consumers' consumption patterns are also similar to other market segments as they demanding healthy and quality cosmetic goods, which must also conform to Shariah requirements. Being a young generation, the respondents in this study are well educated and would search for product information to check whether the product fits their needs (Eze et al. 2012) .Occasionally, many Muslim consumers depend greatly on the labels on the outer packaging in facilitating them to select halal cosmetics (Zakaria, 2008 ). Yet, with various products available on the market written in their scientific nomenclature, the adoption of halal cosmetics products may become complex without proper halal label or illegitimate use of halal logo.
In this study, we also found that consumers' adoption of halal cosmetics is also shaped by social pressure and the opinion of their reference group such as family and friends. Perceived opinion or belief from the closer and important people to the respondents may help them build confidence and gain knowledge on the halal cosmetics attributes. This is not surprising since Malaysia is a Muslim countries, with large local Muslim populations, in which halal products are consumed and more accepted by the societies. As discussed in the theory development section, consumers' adoption of new products are driven by the need to attain social approval and recognition (Pavalou and Chai, 2002) . Our findings support this assertion and suggest that the need to improve social standing will drive the young Muslim consumers toward being constantly aware about halal cosmetics products. Ability to convey and reflect a good self-image to others in the social context is particularly important for this generation (Jackson et al. 2011) .
Previous literature have indicated the importance of individual innovativeness in influencing innovation adoption (Tajeddini, 2010; Hirunyawipada and Paswan, 2006) .Consumers who are conscious about their appearance may have a strong awareness on the beauty products enabling them to discern the hots from the nots which enabling them to enhance their social standing. In this study,consumer innovativeness is found to be a significant factor, suggesting that Muslim consumers appeared to adopt halal cosmetics, based on the level of their innovativeness. Being a young generation, these respondents are found to be more accessible to information and thus consists of innovative consumers who would react proactively towards such new product innovation.Many Muslims would be more concerned about the presence of non-halal materials used in cosmetics production and willing to change their daily routine from using non-halal to halal beauty products. While there is an authoritative body to check and monitor the halal status, it is the inherent duty of every Islamic followers to ensure that what they consume originates from halal sources, requiring them to gain information on the products' attributes, influencing their level of innovativeness.
Studies concerning the halal products have considered religiosity as factor that may influence the consumer preferences (Mokhlis, 2009; Shah Alamet al. 2011) . Our findings reported religiosity as moderator. We found 
Conclusion
This study offers theoretical and practical contributions by demonstrating the applicability of DOI theory and religiosity dimension to evaluate the factors affecting halal cosmetic adoption among young Muslim consumers in Malaysia. The misconception of halal being relevant only to food consumption and financial transactions is changing as more businesses outside this industry are entering the halal market. The growing Muslim populations and their purchasing power as well as heightened demand for novel cosmetics products such as halal beauty goods and personal care create a need for businesses to start considering the market.
Despite the economic potentials, the production of halal cosmetics is not a simple tasks. Our findings imply that the manufacturers should be aware of the fact that consumers often evaluate the attributes of the products to determine the quality, safety and health values before purchase and adopt new cosmetics goods. This suggests that manufacturers need to concentrate on providing new value added products continuously. While the new wave of product marketing will originate from the Islamic world, yet the halal cosmetic goods should address universal values that resonate with human kind instead of selling Islam to Muslims. They have to represent their beauty goods as not only conform to Islamic law, yet they are in harmony with the ethical and animal welfare concerns of discerning consumers worldwide. This image could appeal strongly to non-Muslim markets. Product attributes play an important role in marketing strategies, and they emerge as a good communication media between consumers and marketers. Manufacturers and marketers therefore should be able to link product attributes not only to physical characteristics, yet to benefits of purchasing and consuming the goods. This is pertinent as product attribute could be used by the marketer to set the brand aside from competitors, as consumers make purchasing decision based on perceived goods' characteristics. The manufacturers need to also exploit halal certification and logo as a method to inform and restore consumers' confidence that their products complies with Islamic law, creating a competitive advantage over competitors who do not possess such certifications. Having the product certified as halal could to a certain extent create market niche as well as quality and price advantages. Most importantly, such move could reduce consumers' cognitive efforts to browse through the various cosmetic ingredients to assure the halal-ness of the product, which in turn could reduce the complexity. Using Muslim celebrities for endorsing halal cosmetics may also facilitate firms in attracting the market segment, since the young Muslim consumers are found to be more conscious on their social status.
Despite that this study expand prior research on halal cosmetics industry, the present research has some limitations. based on the innovation adoption research and religiosity perspective. It is hoped that this paper has succeeded in providing empirical evidence of halal cosmetics adoption in Malaysia. Insights gleaned from this study could facilitate industry practitioners in improving cultural competence and providing superior halal cosmetics products to this culturally sensitive market segments, leading to growing market size.
